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Australian Student Reactions to U.S. Tourism Advertising: 
A test of advertising as public diplomacy 
 
Abstract 
 
A study among Australian college students gauged their reactions to a television 
commercial produced for the U.S. Commerce Department to bolster sagging tourism 
numbers among international visitors.  In addition to using traditional measures applied 
to tourism advertisements, the study also included items to measure attitudes toward the 
U.S. government and its people.  Pre- and post-viewing results indicated that while the 
Hollywood-movie-themed commercial was not well received by the Australian students 
as a tourism message, it did result in more favorable attitudes toward the U.S. 
government, though not the U.S. people.  The findings lend partial support for the 
potential of tourism advertising efforts to exert a “bleed-over effect” in terms of their 
contribution to overall attitudes toward a country, regardless of whether viewers plan to 
visit the country whose travel advertisements they see. 
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Australian Students Reaction to U.S. Tourism Advertising: 
A test of advertising as public diplomacy 
 
 
 In their book, Advertising’s War on Terrorism: The story of the U.S. State 
Department’s Shared Values Initiative, Fullerton and Kendrick (2006) analyze the 2002 
U.S. State Department’s $6 million advertising campaign, known as the Shared Values 
Initiative (SVI), targeted to Muslim audiences in the Middle East and Asia.  The authors 
present primary research indicating that the television commercials used in the campaign 
may have been effective in improving attitude toward America.  In the final chapter, they 
suggest that based on their findings, advertising should be considered as one tool in 
public diplomacy.  
 Public diplomacy is generally used to describe official public communications 
efforts of the U.S. government with audiences abroad (Fullerton & Kendrick, 2006).  The 
State Department is the primary central organization for public diplomacy functions, 
however other government agencies may conduct a form of public diplomacy whenever 
they attempt to positively influence attitude toward America among citizens of other 
countries.  Traditional tools of public diplomacy include issuing press releases to foreign 
media, providing pamphlets and other printed materials to citizens of other countries, 
maintaining a pro-US Web site and reading rooms in international cities, sponsoring 
international student and business exchanges and generally telling “America’s story to 
the world” (Green, 1988).   
Mass media advertising has not been a widely recognized or accepted method of 
public diplomacy.  Keith Reinhard, former chairman of advertising giant DDB 
Worldwide and founder of Business for Diplomatic Action, testified before Congress that 
Australian Reaction to Tourism Advertising 4 
public diplomacy “isn’t about ads or catchy slogans…it’s about actions” (Reinhard, 
2004).  Others reject the idea of mixing adverting and public diplomacy, arguing that you 
can’t “sell America” like a consumer good (Starr, 2001; Grimm, 2003).   Perhaps because 
of its unconventional use of advertising for public diplomacy purposes, the State 
Department’s SVI ad campaign was harshly criticized and its creator, Undersecretary of 
State Charlotte Beers, was forced out of Washington within weeks of the campaign’s 
launch (Kendrick & Fullerton, 2004). 
 Despite the backlash to the Shared Values Initiative (SVI), a short time later the 
U.S. government launched another advertising campaign on behalf of America – this time 
the Department of Commerce used Congressional appropriations to encourage travel to 
the U.S.  The tourism advertising campaign was much less publicized and criticized, 
perhaps because it was a more conventional use of advertising, but like SVI, it used 
government funds, about $24 million to date, to produce and broadcast advertising about 
America.  The Commerce Department’s tourism spots feature popular U.S. films and 
invite viewers to “visit the set” (Timmons, 2004).  The ads ran from 2004 through 2008 
in the United Kingdom and Japan.  The Commerce Department claimed that the ads were 
a success and that according to their own commissioned research study on the campaign 
they brought an additional 362,500 visitors to the United States (unpublished Commerce 
Department presentation report obtained February 28, 2008). 
 The Commerce Department’s campaign may have been effective in generating 
tourism traffic to the U.S., but what about its role as a tool for public diplomacy? In 
addition to its primary objective of increasing visits to the United States, could a tourism 
spot also affect attitude toward America in a positive way?  This paper seeks to explore 
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the question by gauging reaction to the Commerce Department’s U.S. tourism spots in 
another key U.S. tourism market – Australia.  Using an experimental design, this study 
attempts to measure the commercial’s impact, not only on the participants’ desire to visit 
the U.S., but also on their attitude toward the U.S. people and the U.S. government. 
Background 
U.S. Department of Commerce Tourism Promotion Campaign 
 Despite a slight increase in visits from foreign tourists last year (“Bargain 
Hunting,” 2008), mostly thanks to the weak dollar, U.S. international tourism has yet to 
rebound to pre-9/11 levels.  According to the Commerce Department, international travel 
fell from $103 billion in 2000 to only $80 billion in 2003.  It has steadily climbed since 
2003, but is projected to be 19% below 2000 levels in 2010 (Zakaria, 2007).  During a 
time when global tourism is booming – expected to be up 44% in the first decade of the 
21st century – U.S. tourism will actually decline (Zakaria, 2007).  A recent study of 
international tourist arrivals showed that in this decade the U.S. moved from first to third 
in world travel destinations behind France and Spain (Singer, 2006).  
 In response to the decline and its negative impact on the U.S. balance of trade, the 
travel industry and government have made attempts to increase international travel, not 
only by lessening visa and other travel restrictions for foreigners, but through an 
international promotional campaign.   
In 2003, at the low-point for international travel to the U.S., Congress approved 
$50 million to create an international advertising campaign to encourage individuals to 
visit.  About $6 million was spent in the U.K. before Congress rescinded the money.  
Responding to urgings from Commerce Secretary Carlos Gutierrez, Congress reinstated 
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some of the funding and has continued to support the U.S. tourism campaign with new 
appropriations since 2005 (Singer, 2006).   The Department of Commerce spent $9.6 
million for tourism promotion in the U.K and Japan in 2005 and 2006, $3.9 million for a 
Web site initiative in 2006 and an additional $3.9 million for television and outdoor 
advertising in the U.K. in 2007 and early 2008 (Commerce Department, 2008).   
 The tourism commercials were targeted to adults 26-60 years and featured 
popular Hollywood movies, many of which were classics.   Clips from films that related 
to U.S. destinations, such as “King Kong” and “Oklahoma!” were shown.   Other 
executions used not-so-famous movies such as “Sweet Home Alabama,” and “Maid in 
Manhattan.”  The version tested in this study showed clips of “Maid in Manhattan,” 
“Chicago,” “Miami Blues,” “LA Story,” “Sweet Home Alabama” and “Viva Las Vegas.”  
Each clip had the name of the movie (in the movie logotype) super-imposed over the 
visual from the film.  The final shots featured a landscape scene from an unnamed 
Western with the tagline “You’ve seen the film, now visit the set” and the travel Web site 
address discoveramerica.org. 
Outdoor/transit ads followed the same execution in a printed poster format.  There 
is no spoken dialogue in the TV spots, so the spots presumably transfer to non-English 
speaking countries easily.  The Japanese version included the tagline and Web address 
written in Japanese characters (Office of Travel and Tourism Industries, 2006). 
M&C Saatchi - Los Angeles created the spots and Walker Media in London 
placed the media buy, under the direction of Commerce Department officials (personal 
interview with Isabell Hill, Office of Travel and Tourism, U.S. Commerce Department, 
February 28, 2008).  The initial flight, which ran in the U.K. from December 10, 2004 
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through February 22, 2005 at a cost of $4.1 million, included 546 TV rating points, 677 
above ground and 125 Underground posters.  A reported 12.8 million people in the target 
were aware of the campaign and 55% of those who saw the campaign mentioned the U.S. 
as a “Dream Destination” versus 45% who did not see it.  An accompanying public 
relations effort, headed by Edelman PR, and cross-promotions with movie theatres and 
other retailers were also part of the campaign, but are not included in this analysis.  
The Commerce Department reported tremendous success from the campaign. 
Citing government-funded research conducted by Longwood International, the 
government claimed an increase of 362,500 additional visitors to the U.S. as a result of 
the campaign. This number translated into more than $481 million in incremental 
spending including $79 million in state, local and federal taxes (personal interview with 
Isabell Hill).  The Longwood research used pre- and post-campaign surveys that 
measured awareness of the campaign and intention to visit.  A third phase, conducted one 
year later, measured conversion by asking those who said they intended to visit, if they 
actually took a trip.  The estimate of 362,500 additional visitors to the U.S. represents a 
projection from the Longwood sample. 
Campaign objectives, according to a Commerce Department presentation, were 
(1) to increase awareness of the U.S. as a travel destination, (2) increase positive 
perceptions of the U.S. as a travel destination and (3) increase interest and future intent to 
visit the U.S.  Stated objectives did not include improving attitude toward America; 
however, members of the Travel Industry Association argued that promoting tourism 
could also contribute to improving America’s image abroad (Knowlton, 2006; Discover 
America Partnership, 2006).   
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Attitude Toward America 
 Since the terrorist attacks on the U.S. of September 11th, 2001, many Americans 
have been concerned with the image of the United States abroad – not only for security 
reasons, but also for economic reasons, worrying that poor attitudes toward America 
impact international trade and tourism.  Several international public opinion polls have 
been conducted since 9/11 to measure America’s image abroad, most notably the Pew 
Center for the People and the Press Global Attitudes Project. The Global Attitudes 
Project is a series of public opinion surveys that measures the values and attitudes of 
people in countries worldwide (Pew, 2008).  The first project was released in December 
2002, with updates almost every year.  The most recent Pew Global Attitudes poll was 
conducted in 2007 and found continued deterioration of America’s image in most 
countries (Pew, 2008).  Analysis of the surveys from 2002 through 2007 reveal that in 26 
out of 33 countries polled, the percentage of people holding favorable attitudes toward 
the U.S. has declined over the five-year period, with the most significant erosion 
happening in predominantly Muslim countries.  Even in U.S.-friendly Muslim states such 
as Indonesia, Egypt and Turkey, less than 30% of the population holds favorable views of 
America (Kohut & Wike, 2008).   
Richard Wike, senior researcher for the project, surmised that public diplomacy 
would do little to reverse the negative trends, particularly in the Muslim world, where 
dissatisfaction stemmed primarily from U.S. foreign policy, specifically, the war in Iraq 
(Wike, 2007).  However, others such as Joseph Nye, former assistant secretary of defense 
and former dean of the Kennedy School of Government at Harvard, believes public 
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diplomacy is a source of “soft power,” which is the key to “winning hearts and minds” 
over the long term (Nye, 2004). 
In 2006, Washington-based Travel Industry Association created the “Discover 
America Partnership” to urge Congress to spend more on U.S. tourism promotion.  
Though similar in its objective, the initiative was separate from the Commerce 
Department campaign and involved travel association lobbyists and travel industry 
executives.  The group often cited a survey conducted by a private research firm, Global 
Market Insite, that in 2005 that reported more favorable impressions of the United States 
among people who had visited the country than among those who had not (Knowlton, 
2006; Milligan, 2006; Harper, 2006).  Pew research from 2002 reported similar findings – 
people who had traveled to America had a better opinion of the U.S. (Harper, 2006).  
However, smaller studies among international college students showed no significant 
differences in attitude toward America among those who had visited the U.S. and those 
who had not (Fullerton, 2005; Fullerton, Hamilton & Kendrick, 2007). 
The question, as the Discover America Partnership suggested in their lobbying 
efforts, was whether U.S. tourism advertising targeted at international audiences could 
produce a “bleed-over effect” and thereby influence overall attitude toward America, 
regardless of a viewers’ travel plans.  If state-sponsored tourism ads can bolster the 
sagging U.S. travel industry and also contribute to increased national security by 
improving attitudes toward America, spending for such advertising could be doubly 
beneficial.   This study attempts, on a very small scale, to explore the “bleed-over effect” 
by investigating reaction to the campaign’s television commercial among a sample of 
Australian college students. 
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Australia 
Equal in size to the 48 mainland states of the United States and 50 percent larger 
than Europe, Australia is the sixth largest country in the world. Yet with a population of 
just 21.4 million, it has the world’s lowest population density (Australian Bureau of 
Statistics, 2008). This affects the lifestyle, values and attitudes of its inhabitants and the 
structure and the function of its government and business. 
With a strong economy, guided by a stable, democratic government, many 
Australians are spending their considerable disposable income on travel. About one third 
of all Australian household recreational expenditure goes toward domestic and 
international holidays (Australian Bureau of Statistics, 2008). In the year ending March 
2007, Australians made 401,000 trips to the United States, staying on average 24 days 
(Tourism Australia, 2008). Tourism marketing expenditure continues to rise, increasing 
by 9.9% or $76 million in 2005-2006 (Australian Bureau of Statistics 2008).  Overall 
advertising revenue in Australia rose 11.5% to $13.2 billion in calendar year 2007 (Belch, 
Belch, Kerr and Powell 2008). 
Much of Australian travelers’ decision-making is aided by advertising.  A study 
of Australian students’ evaluation of international and domestic tourist destinations 
revealed that international destinations were most often evaluated by their advertising and 
promotions.  In the same study students rated America as a travel destination in the 
pleasant-arousing quadrant that they called “exciting” (Wamsley, 1998).  
Because Australia is a strong ally of the U.S. government, it is believed that 
Australians’ attitude toward America, in general, is fairly positive.  The Pew Global 
Attitudes project does not include Australia in its polling, therefore no comparative 
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favorability ratings exist.  A small study of Australian college student attitudes toward 
America and U.S. brands found attitudes toward the U.S. government to be somewhat 
negative (1.91 on a 4-point scale with 1 being very unfavorable and 4 being very 
favorable) and attitudes toward the U.S. people to be fairly positive at 2.60 (Fullerton et 
al., 2007). 
Research Questions 
Because Australians are frequent travelers and are considered a good market for 
U.S. tourism, understanding Australian student reaction to the Commerce Department’s 
“visit the set” television commercial may provide some insight into the campaign’s 
effectiveness. The following research questions were explored to evaluate the power of 
advertising to increase U.S. international tourism and positively affect attitudes toward 
America. 
1. Do Australian students desire more information about the United States after 
viewing the commercial? 
2. Do Australian students believe that the United States is a more attractive place for 
tourism after viewing the commercial? 
3. Are Australian students more interested in visiting the United States after viewing 
the commercial? 
4. Do attitudes toward the U.S. government improve among Australian students after 
viewing the commercial? 
5. Do attitudes toward the people of the Untied States improve among Australian 
students after viewing the commercial? 
6. What are Australian students’ qualitative reactions to the U.S. commercial in 
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terms of first impressions, main message and elements most liked and disliked? 
Methodology 
 A pre-post quasi-experiment was conducted among a convenience sample of 
Australian university students and adults in July 2008.   Data were collected on a three-
page questionnaire. The first page began with basic demographic details and attitudes 
toward the U.S. people, U.S. government and the U.S. as a tourist destination measured 
on a 5-point scale from ‘very favorable’ (5) to ‘very unfavorable’ (1), with a separate 
‘don’t know’ position.  After viewing the U.S. tourism commercial, participants 
completed the last two pages.  Open-ended questions probed for their first impressions of 
the television commercial, the main message it conveyed and how it made them feel. The 
instrument then repeated the initial questions about the U.S. people, government and 
attractiveness as a tourism destination.  
Sample 
The questionnaire was administered to 64 undergraduate students and 85 graduate 
students at Queensland University of Technology (QUT) in Australia in August 2008. 
The sample consisted of 62% female and 38% male students with an average age of 
24.74.  QUT runs the largest advertising program in Australia, with more than 200 
graduates each year.  
The graduate students represent a diverse variety of backgrounds from those who 
work in Brisbane advertising agencies to international students who are taking their first 
advertising class. The undergraduate students were halfway through their advertising 
degree, enrolled in the advertising copywriting course.   Half of the sample were citizens 
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of Australia, with the other half coming from 22 other including 27 students from 
Taiwan, eight from China, seven from Thailand and six from India.   
Recognizing the large number of non-Australian students in the sample, a sub-
analysis was conducted to determine if there were significant differences between the 
native Australians in the sample and their classmates from other countries.  Because there 
was no meaningful statistical differences in the two groups demographically or 
attitudinally, the sample was analyzed as a whole.*   
Findings 
1. Do Australian students desire more information about the United States after 
viewing the commercial? 
Table 1 contains results of the pre- and post- attitudes toward obtaining more 
information about the United States.  Australian students showed significantly less 
interest in seeking more information about the U.S. after viewing the commercial. 
2. Do Australian students believe that the United States is a more attractive place for 
tourism after viewing the commercial? 
Table 1 contains pre- and post-viewing attitudes toward attractiveness of the U.S. as a 
tourist destination, and indicates that the Australian students rated the U.S. as 
significantly less attractive after viewing the commercial. 
3. Are Australian students more interested in visiting the United States after viewing 
the commercial? 
                                               
* A small, yet significant, difference was found between the native Australians 
and their international peers on two variables.  The international students had a slightly 
more positive attitude toward the U.S. government and toward the U.S. as a travel 
destination post viewing.  However, directionally attitudinal shifts were consistent 
between the two groups. 
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Australian students expressed significantly less interest in visiting the U.S. after 
viewing the commercial (see Table 1). 
4. Do attitudes toward the U.S. government improve among Australian students after 
viewing the commercial? 
Australian student attitudes toward the U.S. government showed a small but 
statistically significant improvement after the commercial was viewed (see Table 1).  
5. Do attitudes toward the people of the United States improve among Australian 
students after viewing the commercial? 
 After viewing the commercial, Australian students expressed a significantly less 
positive attitude toward the people of the United States (Table 1). 
6. What are Australian students’ qualitative reactions to the U.S. commercial in 
terms of first impressions, main message and elements most liked and disliked? 
First impressions 
 Initial reactions to the U.S. commercial were mixed, with some Australian 
students saying that the ad made them yearn to visit, while others were distracted by the 
commercial’s slow pace, “old” music, and imagery from movies they in many cases had 
not seen. 
Main Message 
 In terms of what type of main message was registered, the students clearly 
recognized the commercial as one that promoted tourism, and even though many had not 
seen all of the movies featured, they understood the link between the movie titles and 
scenes and the notion that “visiting the set” would entail travel to the U.S.  Some student 
quotes included: 
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Visit the places they make movies about. 
U.S. has made many movies you like – visit where they are made. 
That we’ve seen America in the movies, now we should see it for ourselves. 
Discover America, visit, experience the glamour of Hollywood. 
The things you see in the movies are actually real, so go discover America. 
Feelings 
 Asked how the commercial made them feel, the majority of respondents were not 
positive, but rather neutral or in several cases, negative.  Some commented that the music 
gave them a “calm” feeling.  Some example quotes are listed below: 
Disinterested. 
Sleepy, dreamy. 
Reminiscent, thoughtful. 
Non-inspired. 
Disconnected to ad.  Movies not memorable enough. 
Bored, underwhelmed, unmotivated. 
Not very intrigued. 
Liked and Disliked Elements 
 The most liked aspects of the commercial appeared to be one or more of the U.S. 
landmarks or familiar scenery, and the movie idea itself.  Some sample quotes are 
included below. 
 You realize how diverse of a tourist destination the U.S. is. 
 The western style shot. 
 I like the use of photography. 
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 Simplicity and the use of images and music to create familiarity and involvement. 
 I like the movie idea, but it’s worked out poorly. 
 I like the links between the films and locations.  I like the scenery. 
 Major dislikes expressed by viewers were the music, which was often seen as not 
creative or inspirational, the fact that the featured films were not appealing to a younger 
target, and that the execution lacked excitement.  Below are some example quotes. 
 Music is not how I experienced the U.S. – doesn’t create excitement. 
 It assumes the viewer has seen and enjoyed the films. 
 Slow.  Music wasn’t engaging. 
 It’s a little bit corny. 
 Looks outdated and has no real story. 
 The music is too slow to get people excited about going there. 
 Music doesn’t fit.  Imagery doesn’t match or motivate. 
 It’s a bit dull.  It’s basically saying “Come to America.” 
Discussion 
 Despite the use of Hollywood movie clips, it appears that the U.S. tourism 
television commercial did not play as scripted among the participants in this study.  After 
watching the spot, respondents were significantly less interested in visiting the U.S., in 
seeking information about the U.S. and believed that the U.S. was a less attractive place 
to visit.  Respondents saw the people of the U.S. significantly less favorably, however, 
they rated the U.S. government more positively – though still unfavorably -- after 
viewing the commercial.  These findings begin to offer evidence about the effectiveness 
of the spot, both as a tourism ad and as a tool for public diplomacy.  In situations where 
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the commercial may not have worked for tourism purposes, might it have functioned as 
public diplomacy? 
 The commercial did not appear to resonate well with the young Australians. Their 
open-ended responses may provide some reasons for the decline in interest in visiting the 
U.S. after seeing the commercial.  Negative comments indicated that while they 
understood the concept of the spot -- we’ve seen America in the movies, now we should 
see it for ourselves – they found the spots, dull, uninteresting and “corny.”  There were 
numerous comments suggesting a disconnection between the music and the visuals, as 
well as some indication that the chosen films were not ones with which they were 
familiar.    
 Harder to understand is why the students’ attitude toward the U.S. people, which 
was somewhat neutral and more favorable than their attitude toward the U.S. 
government, actually declined after seeing the commercial.  One explanation might be 
that a general dislike for the ad skewed responses to all of the questions toward the 
negative end of the scale.  By contrast, however, attitude toward the U.S. government, 
though fairly negative in both pre- and post-viewing, actually improved slightly.  
Subconsciously, perhaps, the students gave the government “points” for at least 
attempting to reach out to people in other countries. 
 Many questions are raised by the findings of this study, especially given the U.S. 
Commerce Department’s claim that the same campaign, when it ran in the U.K in early 
2005, was successful in generating incremental tourist visits.  It is important to 
acknowledge that there are a number of differences between this study and the 
Commerce Department’s post-campaign research, some of which may explain the 
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contrasting findings.   First, the Australian sample provided in this study is not 
representative of the U.K. viewers used in the Commerce Department research.  Further, 
the Australian sample used in this study skews younger than the Commerce Department’s 
targeted 26-60 year olds.  However, one might expect, given the British heritage of 
Australia, that much of the sample would be somewhat similar in values and lifestyle.  
Likewise, some in the sample of this study were in the younger end of the commercial’s 
vast demographic target. 
 Other explanations for the sharp contrast in the findings between the two studies 
might include that U.K. visitors came to the U.S. despite the commercial – that they 
traveled for other reasons such as a weak dollar, special events, etc.  However a close 
examination of the Commerce Department study’s presentation, which was made by 
research firm Longwood to government officials in 2006, clearly states that the 
incremental visits were directly attributed to the television commercial and other visits 
were “backed out” of the final number (Commerce Department presentation report; 
personal interview with Isabell Hill on February 28, 2008).  
 Another possible explanation of the difference between the Commerce 
Department findings and the findings herein, is that this study tested the television 
commercial alone within a controlled experiment, while the Commerce Department 
analysis of increased visitation field-tested the entire promotional campaign.  When it ran 
in the U.K., the TV spot was part of a larger integrated marketing campaign that included 
outdoor and transit posters, retail tie-ins, publicity and other public relations activities. 
 The findings highlight another issue beyond the use of the ad for tourism 
promotion.  The positive shift in attitude toward the U.S. government triggered by 
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viewing the television commercial suggests that the ad may be an effective tool for public 
diplomacy.  This finding supports Fullerton and Kendrick’s (2006) suggestion that 
advertising produced by the government and targeted to overseas audiences has the 
potential to improve attitudes toward the U.S.  It also reinforces the argument made by 
the Travel Industry Association and their lobbying group, Discover America Partnership, 
that tourism advertising might serve not only to boost the U.S. economy through 
international visits, but also to bolster security by improving America’s image among 
international audiences.  In other words, U.S. tourism advertising may have a “bleed-over 
effect” of positively influencing attitude toward America. 
Conclusion 
 This study is limited by many factors.  It was conducted among a sample of 
advertising students at one Australian university, whose knowledge of how advertising 
works may have affected their reaction to the ad.  The commercial tested was only one 
U.S. tourism spot -- other creative executions may have produced different results.  This 
test was, in fact, a copytest for one component of one creative campaign --“You’ve seen 
the movie, now visit the set” -- and cannot be generalized to all U.S. tourism advertising. 
 Given the questions that have been raised about the power of tourism advertising 
to improve both the U.S. economy and America’s image abroad, more studies such as 
this one should be conducted in the future.  Additional work in this area could measure 
larger samples from different regions of the world and test reaction to various creative 
executions from both the U.S. and other countries whose tourism advertising might also 
contribute to the way global citizens view countries whose “sets” they may or may not 
visit in their lifetime. 
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Table 1 
Pre-Post Exposure Scores for Tourism and Public Diplomacy Measures* 
Attitude Toward Government  
 Very 
Favorable 
Somewhat 
Favorable 
Neutral Unfavorable Very 
Unfavorable 
N Mean df Sig. 
Pre 0.8 3.9 22.0 43.3 29.9 n=116 2.03 115 .012 
Post 4.1 3.3 34.4 31.1 27.0 n=116 2.22   
 
Attitude Toward People 
 Very 
Favorable 
Somewhat 
Favorable 
Neutral Unfavorable Very 
Unfavorable 
N Mean df Sig. 
Pre 6.2 27.9 47.3 10.1 8.5 n=123 3.15 122 .032 
Post 7.0 21.1 45.3 18.0 8.6 n=123 2.99   
  
Interest in Obtaining Information 
 Very 
Favorable 
Somewhat 
Favorable 
Neutral Unfavorable Very 
Unfavorable. 
N Mean df Sig. 
Pre   16.9 38.7 14.8 16.2 13.4 n=137 3.31 136 .000 
Post   12.1 17.1 24.3 27.9 18.6 n=137 2.77   
 
Attractive as Tourist Destination 
 Very 
Favorable 
Somewhat 
Favorable 
Neutral Unfavorable Very 
Unfavorable. 
N Mean df Sig. 
Pre   26.4 38.9 16.7 13.2 4.9 n=139 3.71 138 .003 
Post  26.4 26.4 20.0 17.9 9.3 n=139 3.42   
 
Interest in Visiting 
 Very 
Favorable 
Somewhat 
Favorable 
Neutral Unfavorable Very 
Unfavorable. 
N Mean df Sig. 
Pre 38.9 23.6 13.2 12.5 11.8 n=137 3.65 136 .000 
Post 19.3 22.9 18.6 22.9 16.4 n=137 3.06   
*Questions were as follows:   
How favorable or unfavorable do you feel about the government of the United States?   
How favorable or unfavorable to you feel about the people of the United States? 
How interested are you in obtaining more information about vacations in the United States? 
How attractive do you think the United States is as a tourist destination? 
How interested are you in visiting the United States over the next few years? 
Responses were on a scale of 1-5 with 1 being least interested, favorable or attractive and 5 being 
very interested, favorable or attractive.  
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